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customer relationship. 


Customer Satisfaction/Quality 


“Customer Delight and the Bottom 
Line”/Keiningham Timothy L.;Goddard, 
Melinda K.M.;Vavra, Terry G.;laci, Andrew 
J.N8N3,FALL99/Page 57/When Roche 
Diagnostics adopted a strategy to move 
customers beyond satisfaction, market 
share and profitability soared. 


“Growing the Trust Relationship”/Hart, 
Christopher W.;Johnson, Michael 
D.V8N1,SPR99/Page 9/Businesses begin 
raising the bar in search of “total trust.” 


Event/Sports Marketing 


“Professional Sports Leagues: Marketing Mix 
Mayhem”/Burton, Richard;Howard, 
Dennis/V8N1,SPR99/Page 37/If they don’t 
change the marketing of professional sports 
leagues soon, will anyone care? 


Internal Marketing 


“Online Retailing Opportunity, The” /Ellis, U. 
Bertram;Clauson, Dave/V8N3,FALL99/Page 
18/iXL is helping major corporations set up 
and integrate their e-business strategies. 
An interview with Chairman and CEO U. 
Bertram Ellis and EVP Dave Clauson. 


Marketing Effectiveness/Productivity 


“Can You Leap Across the E-Business Band 
Gap?”/Oliva, Ralph A.V8N4,WIN99/Page 
48/Sometimes a good start is half the 
battle—unless it keeps you from winning 
in the finish. 


“Customer Delight and the Bottom 
Line”/Keiningham Timothy L.;Goddard, 
Melinda K.M.;Vavra, Terry G.;laci, Andrew 
J.N8N3,FALL99/Page 57/When Roche 
Diagnostics adopted a strategy to move 
customers beyond satisfaction, market 
share and profitability soared. 


“Customer Profitability’/Wyner, Gordon 
AN8N4,WIN99/Page 8/It's more than a 
measurement, it’s part of overall business 
design. 


“Customers Are Your Business”/Hart, 
Christopher W/V8N4,WIN99/Page 6/But 
why is it so hard to stay customer-centric? 


“Future of Customers, The”/Wyner, Gordon 
ANV8N3,FALL99/Page 8/How we think 
about customers in the future will depend 
upon several critical dimensions. 


“Getting to Cash With Brands and 
Branding”/Schultz, Don E.V8N4, 
WIN99/Page 10/If marketing can assure 
income flow returns, most companies will 
find a way to finance those activities. 


“Growing the Trust Relationship”/Hart, 


Christopher W.;Johnson, Michael 
D.V8N1,SPR99/Page 9/Businesses begin 
raising the bar in search of “total trust.” 


“Marketing Communication Strategies for Y2K 


Survival”/Mosley-Matchett, 
J.D.V8N3,FALL99/Page 43/Establishing a 
communications team enables businesses 
to analyze the options and develop tested 
responses to potential Y 2K problems. 


“Pattern Thinking: Cutting Through the 


Chaos”/Morrison, David J.;Quella, James 
AN8N4,WIN99/Page 17/Learning from pat- 
terns of value flow in other industries can 
prepare marketing managers to adapt to 
shifts in their own marketplace. 


“Turning Marketing Research High- 


Tech”/Sultan Fareena;Barczak, 
Gloria/V8N4,WIN99/Page 25 Marketing 
research needs a boost in image to be of 
help to technology companies. 


“What Happened in January?”/Oliva, Ralph 


ANV8N2,SUM99/Page 51/Prepare for the 
e-business “tornado.” 


Marketing Organization 


“Pattern Thinking: Cutting Through the 
Chaos”/Morrison, David J.;Quella, James 
ANV8N4,WIN99/Page 17/Learning from pat- 
terns of value flow in other industries can 
prepare marketing managers to adapt to 
shifts in their own marketplace. 


“Tomorrow, the Front Office”/Tolkmit, Gunther 
N8N2,SUM99/Page 4/SAP early 
1990s introduction of client-server-based 
ERP software for managing corporate back 
made it the world’s fastest growing software 
firm. An interview with Gunther Tolkmit, VP 
of SAP AG. 


Positioning 


“Build It and They Will Come”/Hendrix, Philip 
E/V8N4,WIN99/Page 31/The Internet is 
transforming the practice of marketing, 
creating new ways of delivering value and 
dramatically improving the experience for 
consumers. 


“What We Don’t Know”/Schultz, Don 
E/V8N3,FALL99/Page 11/We know a lot 
about “doing” brands and brand manage- 
ment, but not a lot about “managing” the 
process. 


Strategic Marketing Models/Modeling 


“Engineering the Price-Value 
Relationship”/Matanovich, Timothy;Lilien, 
Gary L.;Rangaswamy, 
Arvind/V8N1,SPR99/Page 48/Marketing 
tools exist to help managers understand 
and manage their pricing decisions. 


“Tomorrow, the Front Office”/Toikmit, Gunther 


N8N2,SUM99/Page 4/SAP AG’s early 
1990s introduction of client-server-based 
ERP software for managing corporate back 
offices made it the world’s fastest growing 
software firm. An interview with Gunther 
Tolkmit, VP of SAP AG. 


Strategic Marketing Planning 


“Bypassing Barriers to Marketing in 


Japan”/Czinkota, Michael R.;Kotabe, 
Masaaki /V8N4,WIN99/Page 37/While 
changes in the Japanese distribution sys- 
tem have brought new chances for market 
entry, success lies in your business strate- 
gy, not government intervention. 


“Can You Leap Across the E-Business Band 


Gap?”/Oliva, Ralph A.V8N4,WIN99/Page 
48/Sometimes a good start is half the bat- 
tle—unless it keeps you from winning in 
the finish. 


“Closing the Loop on Loyalty”/Goodwin, 


Ross;Ball Brad/V8N1,SPR99/Page 
25/Implement an integrated customer value 
management system for improved cus- 
tomer loyalty. 


“Customer Profitability”/Wyner, Gordon 


A/V8N4,WIN99/Page 8/It’s more than a 
measurement, it’s part of overall business 
design. 


“Customers Are Your Business”/Hart, 


Christopher W/V8N4,WIN99/Page 6/But 
why is it so hard to stay customer-centric? 


“Getting to Cash With Brands and 


Branding”/Schultz, Don 
E.V8N4,WIN99/Page 10/If marketing can 
assure income flow returns, most companies 
will find a way to finance those activities. 


“Global Marketing in the New 


Millennium”/Ryans John K., 
JrNV8N4,WIN99/Page 44/Sea changes 
ranging from the advent of the Euro to the 
coming battle between national sovereignty 
and the borderless Internet are already 
occurring and will dramatically affect all 
marketers. 


“Pattern Thinking: Cutting Through the 


Chaos”/Morrison, David J.;Quella, James 
AN8N4,WIN99/Page 17/Learning from pat- 
terns of value flow in other industries can 
prepare marketing managers to adapt to 
shifts in their own marketplace. 


“Programmed for Success”/Burke, William 


AN8N4,WIN99/Page 12/A solid business 
plan and network branding strategy helped 
guide Turner’s flagship TV network through 
a Critical transition. An interview with Bill 
Burke, president and CEO of news and 
information for Time Warner Digital Media. 
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“What We Don’t Know”/Schultz, Don 
E/V8N3,FALL99/Page 11/We know a lot 
about “doing” brands and brand manage- 
ment, but not a lot about “managing” the 
process. 


MARKETING RESEARCH 


“Critical Shopping Experience, The”/Lucas, 
James V8N1,SPR99/Page 60/The retail 
tragedy: Frankel examines why shoppers 
switch. 


“Customer Delight and the Bottom 
Line”/Keiningham Timothy L.;Goddard, 
Melinda K.M.;Vavra, Terry G.;laci, Andrew 
J.N8N3,FALL99/Page 57/When Roche 
Diagnostics adopted a strategy to move 
customers beyond satisfaction, market 
share and profitability soared. 


“Transactional Segmentation to Slow Customer 
Defections”/Pearson, Michael M.;Gessner, 
Guy H/V8N2,SUM99/Page 17/Using 
changes in transactional patterns to trigger 
one-to-one marketing efforts could help 
retain customers. 


“Turning Marketing Research High- 
Tech”/Sultan Fareena;Barczak, 
Gloria/V8N4,WIN99/Page 25/Marketing 
research needs a boost in image to be of 
help to technology companies. 


Decision Support Systems 


“Forecasting Demand in the Longaberger 
Company”/Menizer, John T.;Kent, John 
L.V8N2,SUM99/Page 46/Accurately fore- 


casting market demands continues to chal- 


lenge all levels of management. 


“Pattern Thinking: Cutting Through the 
Chaos”/Morrison, David J.;Quella, James 


AN8N4,WIN99/Page 17/Learning from pat- 


terns of value flow in other industries can 
prepare marketing managers to adapt to 
shifts in their own marketplace. 


Management of the Research Function 


“Turning Marketing Research High- 
Tech”/Sultan Fareena;Barczak, 
Gloria/V8N4,WIN99/Page 25/Marketing 
research needs a boost in image to be of 
help to technology companies. 


Modeling 


“Engineering the Price-Value 
Relationship”/Matanovich, Timothy;Lilien, 
Gary L.;Rangaswamy 
Arvind/V8N1,SPR99/Page 48/Marketing 
tools exist to help managers understand 
and manage their pricing decisions. 
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nesearch/Measurement Techniques 


“Closing the Loop on Loyalty”/Goodwin, 
Ross;Ball Brad/V8N1,SPR99/Page 
25/Implement an integrated customer 
value management system for improved 
customer loyalty. 


Sales Forecasting 


“Forecasting Demand in the Longaberger 
Company”/Menizer, John T.;Kent, John 
L.V8N2,SUM99/Page 46/Accurately fore- 
casting market demands continues to chal- 
lenge all levels of management. 


PRICING 


Pricing Models/Modeling 


“Engineering the Price-Value 
Relationship”/Matanovich, Timothy;Lilien, 
Gary L.;Rangaswamy 
Arvind/V8N1,SPR99/Page 48/Marketing 
tools exist to help managers understand 
and manage their pricing decisions. 


Pricing Theory 


“Engineering the Price-Value 
Relationship”/Matanovich, Timothy;Lilien, 
Gary L.;Rangaswamy 
Arvind/V8N1,SPR99/Page 48/Marketing 
tools exist to help managers understand 
and manage their pricing decisions. 


PRODUCT/SERVICE MARKETING 


“Professional Sports Leagues: Marketing Mix 
Mayhem”/Burton, Richard;Howard, Dennis 
N8N1,SPR99/Page 37/If they don’t change 
the marketing of professional sports 
leagues soon, will anyone care? 


“Programmed for Success”/Burke, William 
A/V8N4,WIN99/Page 12/A solid business 
plan and network branding strategy helped 
guide Turner's flagship TV network through 
a critical transition. An interview with Bill 
Burke, president and CEO of news and 
information for Time Warner Digital Media. 


Brand Management 


“Anytime, Anywhere Phone Company, 
The”/Windolph John/V8N1,SPR99/Page 
A/lridium launches a product to allow any- 
one to call anybody from any place on 
earth. An interview with John Windolph, VP 
of Marketing and Corporate 
Communications. 


“Getting to Cash With Brands and 
Branding”/Schultz, Don 
E.V8N4,WIN99/Page 10/If marketing can 
assure income flow returns, most companies 
will find a way to finance those activities. 


“Programmed for Success”/Burke, William 
AN8N4,WIN99/Page 12/A solid business 
plan and network branding strategy helped 
guide Turner’s flagship TV network through 
a Critical transition. An interview with Bill 
Burke, president and CEO of news and 
information for Time Warner Digital Media. 


“What We Don’t Know’/Schultz, Don 
ENV8N3,FALL99/Page 11/We know a lot about 
“doing” brands and brand management, but 
not a lot about “managing” the process. 


Product Development/Innovation 


“Anytime, Anywhere Phone Company, 
The”/Windolph John/V8N1,SPR99/Page 
A/lridium launches a product to allow any- 
one to call anybody from any place on 
earth. An interview with John Windolph VP 
of Marketing and Corporate 
Communications. 


“Wake Up Your Product 
Development”/McDougal, Steve 
M.;Smith,JeffV8N2,SUM99/Page 
25/Bringing sales into the new product 
process may improve success rates. 


Product/Service Quality 


“Closing the Loop on Loyalty”/Goodwin, 
Ross;Ball Brad/V8N1,SPR99/Page 
25/Implement an integrated customer 
value management system for improved 
customer loyalty. 


“Organizing to Minimize a Cyber-Terrorist 
Threat”/Griffith, David 
A.N8n2,SUM99/Page 9/As marketing’s 
reliance on technology increases, compa- 
nies must take steps to prevent security 
breaches. 


“Wake Up Your Product 
Development”/McDougal, Steve 
M.;Smith, Jeff V8N2,SUM99/Page 
25/Bringing sales into the new product 
process may improve success rates. 


Warranties/Guarantees 


“Ads and Marketing Materials Can Lead to 
Liability”/Giliberti, Frank 
J.N8N4,WIN99/Page 53/Any company 
advertising or marketing its products may 
be vulnerable. 


RETAILING 


“Critical Shopping Experience, The”/Lucas, 
James /V8N1,SPR99/Page 60/The retail 
tragedy: Frankel examines why shoppers 
switch. 


“Retail Stores, Not E-Commerce Will 
Dominate”/Achenbaum, Alvin 
A.N8N4,WIN99/Page 64/Is e-commerce 


merely the hype of a group of self-serving 
individuals and companies aided and abet- 
ted by the media? 


Franchising 


“Do Master Franchisors Drive Global 
Franchising?”/Ryans, John K., Jr.;Lotz, 
Sherry;Krampf, Robert VV8N2,SUM99/Page 
33/Control and communications problems 
may arise if franchisors are not careful in 
their choice of a master franchisor. 


SALES/SALES MANAGEMENT 


“Wake Up Your Product 
Development”/McDougal, Steve 
M.;Smith, Jeff V8N2,SUM99/Page 
25/Bringing sales into the new product 
process may improve success rates. 


Sales Forecasting 


“Forecasting Demand in the Longaberger 
Company”/Menizer, John T.;Kent, John 
L.AV8N2,SUM99/Page 46/Accurately fore- 
casting market demands continues to chal- 
lenge all levels of management. 


SERVICES MARKETING 


“Anytime, Anywhere Phone Company, 
The”/Windolph John/V8N1,SPR99/Page 
A/lridium launches a product to allow any- 
one to call anybody from any place on 
earth. An interview with John Windolph VP 
of Marketing and Corporate 
Communications. 


Health Care Marketing 


“Medical Advertising”/Richman, David 
E/V8N3,FALL99/Page 14/As the medical 
community recognizes a greater need for 
marketing and promotion—including on the 
Web—more begin to face lawsuits under 
state laws. 


Service Quality 


Sacrificial Offerings”/Hart, Christopher 
W/V8N3,FALL99/Page 6/Find and eliminate 
customer sacrifices, rather than identify 
unmet needs. 


TECHNOLOGY AND MARKETING 


“Anytime, Anywhere Phone Company, 
The” /Windolph John/V8N1,SPR99/Page 
A/lridium launches a product to allow any- 
one to call anybody from any place on 
earth. An interview with John Windolph VP 
of Marketing and Corporate 
Communications. 


“Build It and They Will Come”/Hendrix, Philip 
E/V8N4,WIN99/Page 31/The Internet is 
transforming the practice of marketing, cre- 


ating new ways of delivering value and dra- 
matically improving the experience for con- 
sumers. 


“How to Build Trust Online”/Dayal 
Sandeep;Landesberg, Helene;Zeisser, 
Michael /V8N3,FALL99/Page 64/Marketers 
can build mutually valuable relationships 
with customers through a trust-based col- 
laboration process. 


“Information Convergence: The Next Great 
Innovation”/Morrison, Daniel 
P.V8N3,FALL99/Page 37/The challenge is 
no longer about how fast you send data 
through a pipe or airwaves; now it’s about 
access. 


“Learning to Love Extranets”/Viosky 
Richard;Fontenot, Renee 
J.N8N3,FALL99/Page 33/A study paints a 
picture of support and enthusiasm for early 
adopters. 


“Move Over, E-Commerce”/Kalakota, Ravi;Oliva 
Ralph A.;Donath, Bob/V8N3,FALL99/Page 
23 Emerging digital marketplaces promise 
the next wave of business competition. 


“Organizing to Minimize a Cyber-Terrorist 
Threat”/Griffith, David 
A.N8n2,SUM99/Page 9/As marketing’s 
reliance on technology increases, compa- 
nies must take steps to prevent security 
breaches. 


“Programmed for Success”/Burke, William 
AN8N4,WIN99/Page 12/A solid business 
plan and network branding strategy helped 
guide Turner’s flagship TV network through 
a Critical transition. An interview with Bill 
Burke, president and CEO of news and 
information for Time Warner Digital Media. 


“Tomorrow, the Front Office”/Tolkmit, Gunther 
N8N2,SUM99/Page 4/SAP AG's early 
1990s introduction of client-server-based 
ERP software for managing corporate back 
offices made it the world’s fastest growing 
software firm. An interview with Gunther 
Tolkmit, VP of SAP AG. 


“Turning Marketing Research High- 
Tech”/Sultan Fareena;Barczak, 
Gloria/V8N4,WIN99/Page 25/Marketing 
research needs a boost in image to be of 
help to technology companies. 


Internet/Web Marketing 


“Can You Leap Across the E-Business Band 
Gap?”/Oliva, Ralph A.V8N4,WIN99/Page 
48/Sometimes a good start is half the bat- 
tle—unless it keeps you from winning in 
the finish. 


“Copyright Perils Can Lurk on the Business 
Web”/Oliva, Ralph A.;Prabakar, 
Sharda/V8N1,SPR99/Page 54/Although 
recent legislation and long-term trends 
promise less ambiguity, critical legal ques- 
tions still plague intellectual property own- 
ers and online users. 


“Online Rc sing Opportunity, The” Ellis, U. 
Bertram;Clauson, Dave/V8N3,FALL99/Page 
18/iXL is helping major corporations set up 
and integrate their e-business strategies. 
An interview with Chairman and CEO U . 
Bertram Ellis and EVP Dave Clauson. 


“Retail Stores, Not E-Commerce Will 
Dominate”/Achenbaum, Alvin 
A.NV8N4,WIN99/Page 64/ls e-commerce 
merely the hype of a group of self-serving 
individuals and companies aided and abet- 
ted by the media? 


“What Happened in January?”/Oliva, Ralph 
AN8N2,SUM99/Page 51/Prepare for the e- 
business “tornado.” 
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